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2009 Annual Report 
The Staff and Board of Directors of the San Juan Islands Visitors Bureau are proud to present our 2009 Annual Report.  March 2009 marked our six-year anniversary as a staffed, non-profit organization, and San Juan County’s and the Town of Friday Harbor’s contracted destination marketing organization (DMO).  We hope to continue as your official DMO for many years to come, as we all work together to balance vibrant economic development with a stewardship-minded, sustainable tourism industry.

Tourism is a key sector of San Juan County’s economy.  To put this in perspective, the 4% hotel/motel tax collected in 2009 ($695,000+) represented over $17 million in lodging sales.  In addition, tourism drives our real estate and construction industries, and tourism dollars “trickle down” throughout our Island communities.  The latest Washington State Tourism research study revealed that visitors to San Juan County spent a record $129.7 million here in 2008, representing 2% growth over 2007.  Visitors accounted for 27% of all state and local tax dollars generated in our county, of which a significant 41% was retained in our county (only Pacific and Skamania Counties retained higher percentages in their own communities), which helped to support local services.  

In 2009, however, due to the economic recession and partial closure of Rosario Resort (as well as Rosario’s reduction in their sales and marketing budget from approximately $600,000 to $0), County lodging tax collections were down -15% and Friday Harbor lodging tax collections were down -14.4%.  When broken down by Island, Orcas Island was down -26.7% (likely due to Rosario), San Juan Island was down -5% (not including Friday Harbor), and Lopez Island was up +29%.  These mostly negative figures brought us back to 2004 lodging tax collection levels, after a +17.6% growth from 2004 to 2008.  In comparison, Whatcom County was down -13.6% in 2009, and most other counties around the state experienced negative growth this year, due to the economy.  (See county comparison chart near the end of this report for more details.)  

On a positive note, 2009 travel surveys continued to show that people were vacationing closer to home (our tagline has been “Real Islands, Real Close), we received excellent national media coverage during the year, and we expected more international visitors due to new direct flights into SeaTac.  Even in a slow economy, people feel it’s their hard-earned right to take a vacation, though they may need to take shorter, value-based getaways.

Below is a summary of the marketing and visitor services strategies implemented during 2009 in order to bring new visitors and their dollars into our Islands’ economy.  It’s hard to say exactly what would have happened to lodging tax collections in 2009 if the Islands weren’t marketed by a DMO, however, it’s our best, educated guess, based on state and national anecdotal evidence, that we would have fared much worse.
SJIVB Mission – The mission of the San Juan Islands Visitors Bureau (SJIVB) is to enhance the economic prosperity of San Juan County by promoting the San Juan Islands as a preferred, year-round travel destination, while respecting and sustaining the Islands’ unique and diverse ecosystems, environments, lifestyles and cultures.

SJIVB Vision – The San Juan Islands Visitors Bureau is recognized by visitors, tourism organizations, government officials, diverse community interests, and businesses and residents county-wide as a steward, unified voice, and innovative leader in San Juan County.
SJIVB Goals

· To help strengthen San Juan County’s year-round economy
· To foster an appreciation of San Juan County’s maritime and rural ways of life, as well as its history, arts and culture
· To communicate San Juan County’s environmental stewardship message to all visitors

· To enhance visitors’ travel experiences county wide

In the achievement of these goals:

· Earn the philosophical support of residents, businesses and government officials

· Promote the importance of business and government investment in tourism
· Optimize the efficiency and effectiveness of all county-wide tourism resources through coordination, cooperation and collaboration with all interested parties
Board of Directors Highlights – Our 12-member Board represented Lopez, Orcas and San Juan Islands, and included the following community leaders:
· President & Lopez Island Chamber Rep: Daren Holscher, The Bay Café

· President (in late 2009) & At-Large: Jon Kobayashi, Outlook Inn, Orcas Island

· Vice President & At-Large: Susan Fletcher, Turtleback Farm Inn, Orcas Island

· Treasurer & At-Large: Anna Maria de Freitas, Harrison House & Tucker House, San Juan 

· Secretary & At-Large: Christopher Peacock, Rosario Resort & Spa, Orcas Island

· Orcas Island Chamber Rep: Carl Silvernail, Otter’s Pond B&B (Treasurer for partial year)
· San Juan Island Chamber Rep: Mark Gardner, Rainshadow Photographics

· Friday Harbor LTAC Rep: Laura Saccio, Earthbox Motel & Spa and Bird Rock Hotel

· County LTAC Rep and At-Large: Jim Nelson, Bayside Cottages, Orcas Island

· At-Large: Bill Diller, Lopez Islander Bay Resort & Marina, Lopez Island

· At-Large: Stephen Robins, Pelindaba Lavender, San Juan Island

· Ex-Officio SJC Economic Development Council Rep: Ralph Hahn, San Juan Island 

Staff Highlights – Staff included the following:
· Deborah Hopkins, Executive/Marketing Director (full-time)

· Robin Jacobson, Public Relations/Stewardship Manager (full-time)

· Bettye Hendrickson, Visitor & Membership Services Coordinator (full-time)

· Tristen Joy, Marketing Coordinator (half-time)

· Jane McAdams, Bookkeeper (contracted for an average of 4 hours per week)

Membership Highlights – Our total membership at the end of 2009 was 380 businesses and non-profits from all three Islands and the mainland, a net increase of 40 over 2008.  Lodging members paid $50 for dues while others paid $100.  We kept dues low so that businesses could also afford Chamber of Commerce dues.  We added 35 new members during the second half of the year thanks to a commissioned Membership Sales Coordinator.
Budget Highlights – Our County budget increased by 3% over 2008 and our Town budget increased by 29%.  Monthly “Detailed Profit & Loss Statements” were submitted to the County Auditor, County Administrator and County Lodging Tax Advisory Committee Chair.  Our 2009 County and Friday Harbor operating budget included:



2009 Operating Income:



County Contract:




$382,772.00



(Minus) 15% to Chambers for visitor services:
- $57,415.80


County SJIVB total for marketing:


$325,356.20



(Plus) Friday Harbor Contract: 


+$87,857.14


(Plus) WA Tourism Grant



+  $7,500.00


TOTAL





$420,713.34
I. DESTINATION MARKETING HIGHLIGHTS
We implemented the following marketing strategies to create awareness of the San Juan Islands brand and put “heads in beds,” primarily targeting the Seattle/Puget Sound and Portland, Oregon markets.

Website/Internet Marketing Highlights 

Web Visits - We launched a new website around February 1 which featured large photos (depicting islands, whales, kayaking, bicycling and an artist), portals to each of the three islands, “getting here is half the fun” information, interactive maps and “news” on the home page.  Unique web visits were up +3% in 2009, from 1,194,946 in 2008 to 1,231,426 in 2009.  See our website at http://www.visitsanjuans.com.
Social Media – We added two important social media elements to our home page last year, taking advantage of the growing popularity of marketing via Twitter and YouTube.  We also created a new Facebook page during the last few days of the year, and were quickly building our “fan” base to 100 in order to have a link on our home page.  At the end of 2009 we had 285 followers on Twitter, 446 channel views on YouTube and 10 fans on Facebook. 
Webervations – We continued to feature “Webervations” on our website, a 24/7 online reservation and room availability program for our lodging members.  We added a button on our home page so viewers could easily find this information – “Find a room now!”  Forty-five lodging members participated in the program.  (We are currently looking into new options.)
E-Newsletter – Our E-newsletter was e-mailed to over 5,700 subscribers each month, including consumers and the media, who opted-in via our website or at a travel or wedding show.  This marketing strategy helped keep the San Juans “top of mind” to subscribers on a monthly basis, promoting lodging specials and packages, festivals and events, and other reasons to visit.
Publications Highlights

2009 Visitors Guide - We published 170,000 copies of our 36-page guide, which featured logos on the front cover depicting the Town of Friday Harbor’s Centennial and the San Juan Island National Historical Parks’ 150th Anniversary of the Pig War Crisis.  The back cover was dedicated to our “Leave Only Footprints” visitor education/community relations message -- space which is typically sold at premium advertising prices by other destinations.  At Home Publishing and Alton Media, both located on San Juan Island, designed and published our guide.  Guides were sent out as fulfillment  for visitor information and media requests, were handed out at travel and wedding shows, and were distributed by Certified Folder Display in brochure racks at approximately 758 locations from Olympia to Bellingham along I-5, at Seattle Cruise Terminals, SeaTac, as well as on the full Washington State Ferries system and Vancouver-Victoria B.C. Ferries.  To view our guide online see http://www.visitsanjuans.com/visitors/request-visitors-guide/.  
Wedding Planning Guide - We published 800 copies to distribute at the annual Seattle and Portland wedding shows in January and to brides-to-be who called our office throughout the year.  Destination weddings, honeymoons and anniversaries are big business for the Islands – one bride and groom can potentially bring 300+ guests here when they get married at a resort, park, beach, etc.  To view this guide online see http://www.visitsanjuans.com/weddings-groups/wedding-guide/.    
Travel & Wedding Show Highlights
We exhibited at the following regional consumer shows in order to talk with potential visitors one-on-one to find out about their knowledge of the San Juans, the last time they visited, reasons they visit, travel challenges, etc.  Wedding shows are ideal for promoting destination weddings, honeymoons, anniversaries and getaways.
· Seattle Wedding Show, January

· Portland Wedding Show, January

· Seattle Travel Show, January

· Vancouver B.C. Travel & Adventure Show, February
· Elderhostel Expo, Fall (Elderhostel staff took our Visitors Guides)
Travel Trade Highlights – International & U.S. Receptive Tour Operators & Concierges
The international market is becoming more important to the San Juans due to two factors: 1) the exchange rate, and 2) several new, direct flights to SeaTac from London, Paris, Frankfurt, Mexico City and Beijing.  British Columbia, Canada, is also a potential market, depending on the exchange rate.  We attended/exhibited at the following marketplaces during 2009:

· Go West Summit, January: Scheduled, 15-minute appointments with 30+ U.S. receptive and international tour operators
· Victoria Clipper Two Nation Vacation Shows, February, in San Diego, Irvine, Los Angeles, San Jose and San Francisco: We partnered as “Northwest Washington” with Whidbey/Camano Islands & Bellingham.  The Executive Director from Bellingham represented us at the five shows.
· Victoria Clipper Two Nation Vacation Show, March, Seattle: We partnered with Best Western, who attended the show and took our exhibit and visitors guides
· Vancouver B.C. Concierge & Tourism Showcase, April
· Seattle Hotel Concierge Association Trade Show, April

· Victoria B.C. Concierge & Guest Services Show, May

· Pow Wow International, May: We partnered as “Northwest Washington” with Whidbey/Camano Islands and Bellingham.  The Executive Director from Whidbey/Camano Islands represented us in Washington State Tourism’s booth, meeting one-on-one with international tour operators and U.S. receptive tour operators.
· Skytours, Swiss “familiarization” (fam) tour: We partnered with Washington State Tourism, Seattle Convention & Visitors Bureau and the Port of Seattle to host 17 Swiss tour operators here in June to help promote a “Washington Naturally” tour itinerary.

· Thomas Cook/Jet Tours, French fam tour: We partnered with Washington State Tourism, Seattle Convention & Visitors Bureau and the Port of Seattle to host the USA/Canada/Bahamas Product Manager from one of the largest travel and tour companies in France.
· IcelandAir, U.K. fam tour: We again partnered with Washington State Tourism, Seattle Convention & Visitors Bureau and the Port of Seattle to host 6 tour operators, plus a representative from Seattle’s/Washington’s public relations firm in the U.K., to promote IcelandAir’s new London to Seattle service.

Advertising Highlights
We placed spring and fall advertising campaigns, funded by the Town of Friday Harbor, as well as general advertising to “piggyback” on the popularity of regional visitors guides in Seattle, Victoria, Vancouver and Washington State.  Our print and online ads, created by Tif & Gif Creative in Friday Harbor, featured an aerial photo by local photographer Robert Demar, and listed Lopez, Orcas, San Juan Island and Friday Harbor.

Spring Advertising Campaign Highlights – Our spring ad campaign’s theme was “Real Islands, Real Close, Real Deals” and was targeted to the Seattle/Puget Sound and Portland markets.  The spring campaign was funded by a Friday Harbor lodging tax grant, and was matched by County funds which were invested in advertising in regional visitors guides.  Our spring campaign ran from mid March to mid June in print, radio and online.  We also partnered with Washington Tourism in co-op magazine ads in Budget Travel, Portland, Vancouver and Western Living.  
Advertising Matching Grant Through Washington State Tourism – We received a $7,500 matching grant from Washington State Tourism to conduct a May/June advertising campaign in Sidney and Victoria B.C. in order to attract Canadians to the San Juans via Washington State Ferries themed “Ferry Between Friends.”  We partnered with the Washington State Ferries Sidney Terminal Manager who conducted 150 surveys of visitors specifically heading from Sidney to the San Juans; survey results are reported later in this report.  See our special landing page at http://www.visitsanjuans.com/sidneytosanjuans/. 

Fall Advertising Campaign Highlights – Due to the continuing downturn in the economy, we began our fall ad campaign one month early in August, to remind our target audience “not to let summer slip away without a visit to the San Juan Islands” in order to help our member businesses “make hay while the sun shines” since they make most of their profits during summer.  We continued advertising through September and October with a message to “visit the San Juans during Islanders’ favorite time of year” and to plan a trip during our second annual October “Savor the San Juans – A Medley of Food, Art & Culture.”   We partnered with eight members who provided cash and trades which enabled us to grow our $20,000 investment in radio advertising to a $68,000 buy.  Partners received mentions in the middle of our 60-second spots played on 10 radio stations in the Seattle/Puget Sound market.  We then invested an additional $10,000 from our Membership Dues Fund, in order to extend the campaign through October, for a total media buy of approximately $78,000.
Regional Visitor Guide & Website Advertising Highlights – We placed ads in several regional “portal” visitor guides with high distributions, as well as their corresponding websites, in order to capitalize on their popularity, including the Washington State Travel Planner (350,000), Washington State Hotel & Lodging Association Visitors Guide (290,000), Seattle Visitors Guide (350,000), Seattle’s Favorite Attractions Guide (600,000), Vancouver B.C. Visitors Guide (375,000) and Victoria B.C. Vacation Guide (225,000).  We also placed full-page advertorials in two very important wedding directories in the Seattle and Portland markets: B&E Wedding Resource Guide (7,500) and Bravo Wedding Guide (11,000).  In addition, we placed an ad, in partnership with our Northwest Washington partners, in the Discover America/USA Travel Guide with a 1,250,000 distribution in 18 countries in six languages.  We also advertised on the Tulip Festival’s website, in prime positions for the fifth year, which runs year round.
Special Marketing Projects Highlights

“The Price Is Right” Game Show  – We were contacted by the show with an opportunity to provide a six-night getaway as one of the prizes promoted on their May 6 show in exchange for a 10-second promotional ad.  This show is the longest-running game show and is seen by 5 million viewers daily.  The prize had to be a comparable value to a six-night, high-end getaway to San Juan Puerto Rico.  Friday Harbor House and San Juan Safaris were happy to provide the prizes in exchange for the promotional value.

Scenic Byway – Senator Kevin Ranker helped move our scenic byway bill through the 2009 legislature so that our routes would become an official State Scenic Byway this year.  SB5289 was signed by Governor Gregoire on April 29.  We also wrapped up our first national scenic byways $25,000 seed grant in March, which allowed us to hire a part-time coordinator, complete some marketing projects and contribute to the Transportation Summit.  In early September we were notified that we received our second grant -- $154,000 focused on completing our required Corridor Management Plan during 2009-10 and retaining our part-time coordinator.  See our byway online at http://www.visitsanjuans.com/visitors/scenic-byway/.
2010 Winter Olympics – We took advantage of some low-budget opportunities to promote our proximity to Vancouver B.C. including 1) a special button and top news story on our home page and “visitors” page of our website regarding including the San Juans in 2010 Pacific Northwest travel plans (http://www.visitsanjuans.com/visitors/2010/), 2) ads in the Tourism Vancouver and Tourism Victoria 2009 and 2010 Visitors Guides, 3) mentions in our Visitors Guide, and 4) exhibited at the Vancouver and Victoria Concierge Shows to encourage concierges to refer their guests to the Islands during their Pacific Northwest travels.

Cultural Tourism – Our Cultural Tourism Committee met semi-annually to help brainstorm ideas for our spring “Real Islands, Real Close, Real Deals” campaign as well as our fall “Savor the San Juans – A Medley of Food, Art & Culture” October event.  “Savor the San Juans” included $30 and $35 three-course dinners at 16 restaurants on all three Islands, as well as several history, arts and cultural events and festivals, including “Artstock” on San Juan Island.

Media Relations Highlights
Press Trips – We hosted or assisted 30 journalists on 17 press trips during 2009, including the following highlights: Sunset, Los Angeles Times, Sierra, Bird & Bloom, Seattle Metropolitan, Seattle, Northwest Business Monthly, Portland Family and a group of journalists from several media outlets in France (in partnership with Washington State Tourism and the Seattle CVB).

Film Production & Catalog Shoots – We assisted with eight film productions and catalog shoots, including the Eddie Bauer and Born Shoes catalog shoots, plus a major feature film to be released in 2010, set in the San Juans but filmed in British Columbia -- where the government film incentive program is very generous.

Media Coverage – We tracked coverage in 331 major articles through Cision (our old clipping service), Vocus (our new clipping service -- a shared contract with Island County, Snohomish County and Whatcom County) and Google Alerts including the following highlights (circulation in parentheses for the top ten): Woman’s World (1,332,904), Men’s Health (1,859,701), Backpacker, Budget Travel (697,938), National Geographic Traveler (727,551), National Geographic Adventure, Sunset (1,200,000), Bridal Guide, Coastal Living, Sierra, Seattle, Seattle Metropolitan, Orange County Register, Smart Meetings, Atlanta Journal-Constitution, Chicago Tribune (864,845), Northwest Travel, Time/CNN online, MSNBC/The Today Show, Travel + Leisure (960,147), Conde Nast Traveler online, Wall Street Journal (2,011,999), Los Angeles Times (1,055,076), USA Today (2,293,310), Seattle Times, Tacoma Tribune and Everett Herald.  
In television and radio, The Food Network re-aired nationally the San Juan Islands episode of “Rachael’s Vacation” in which the celebrity chef visited Orcas and San Juan Islands. A series of episodes about Lopez, Orcas and San Juan Islands aired on KING-TV’s Evening Magazine.  Representatives of the SJIVB were also interviewed for KOMO Evening News and KZOK Radio in Seattle as well as CFAX Radio in Victoria, B.C.  See some of these top stories at http://www.visitsanjuans.com/media/san-juans-in-the-news/. 

Some of the most significant media coverage included placement on the following top lists: 

National Geographic Adventure – “100 Best Adventure Towns,” Eastsound

Travel + Leisure – “Top Five Islands in the Continental U.S. & Canada”

Lonely Planet – “World’s Top 10 Cycling Routes”

MSNBC – “Top 10 Stateside Safaris,” wildlife watching

Time – “Quintessential Summer: 8 Outdoor Getaways,” Lakedale Resort at Three Lakes

Backpacker – “Top 3 Glow-in-the-Dark Trips,” Discovery Sea Kayaks

Shermans Travel – “Top 10 One-of-a-Kind Camping Trips,” Lakedale Resort at Three Lakes

Men’s Health/Best Life – “America’s 25 Best Farm-to-Table Restaurants,” Inn at Ship Bay

National Geographic Adventure – “Best Adventure Travel Companies on Earth,” Outdoor Odysseys,                    Discovery Sea Kayaks and Adventure Associates

Seattle Times – “Washington’s Best: Five Top Towns for Outdoor Jocks and Nature Lovers,” Eastsound

Media Leads – We responded to and shared 48 significant media leads with our members, generated from our marketing efforts as well as those by the Washington State Tourism Office.

Media Marketplaces: Public Relations Society of America / Society of American Travel Writers (Kansas City) and the North America Travel Journalists Association (Cleveland) – Funded by the 2009 Friday Harbor lodging tax grant, we attended these two, large, annual marketplaces/conferences which included pitching story ideas regarding all three Islands to
approximately 60 writers, editors and producers.  Some notables included Google’s vice president for travel and tourism, USA Today’s online editor for air travel, National Geographic Traveler’s consumer editor, a Woman’s Day travel columnist, and writers or producers for PBS, MSNBC, CNN, NBC, Los Angeles Times, Washington Post, Chicago Tribune and New York Times. 

Locations Expo (Santa Monica) / Filmmakers Breakfast (Friday Harbor) – Also funded by the Friday Harbor grant, we partnered with the Washington State Film Office which exhibited at the International Locations Expo and later brought 18 key film industry professionals to Friday Harbor for breakfast, a walking tour and an aerial tour over the Islands.

California Media Blitz – This was a “media marketplace” and “desk-side appointment” trip to the Los Angeles area to meet with major travel editors and writers.  Another Northwest Washington Tourism Partners collaboration, it was funded jointly by the Town of Friday Harbor grant and County funds.  (The results have already started to be realized with coverage from national television celebrity Peter Greenberg and the Los Angeles Times.)
B-Roll Video Project – The Town of Friday Harbor funded our contract with Sean Frego Productions, Washington State Tourism’s videographer, to return to the Islands to produce more high-definition (HD) footage of Friday Harbor and San Juan Island for use by television networks and other broadcast outlets when featuring a story about the San Juans.    

Community & Government Relations Highlights

Stewardship & Community Relations – Tourism impacts many organizations’ missions throughout the Islands, and as a result we’ve joined a number of organizations and have become participants in their meetings including the Marine Resources Committee, Stewardship Network of San Juan County, the new Salish Sea Association of Marine Naturalists (we attended the Transboundary Conference held in Port Townsend), and EcoNet, the new education outreach branch of the Puget Sound Partnership/San Juan Initiative effort.  We also participated on the steering committee for the three-day Sustainable San Juans event held throughout the Islands in April.  We made presentations on Island history and culture to WSU/San Juan County Beachwatchers and to the Stewardship Network.  In addition, we were involved in the public hearings regarding NOAA’s proposed “Protective Regulations for Killer Whales.”  We encouraged our 350+ members to become more educated on the issues and to participate in the public process.  Our Board wrote an informed and studied letter of response to NOAA in which they stressed the importance of visitor education regarding local stewardship principles and the vital role that tourism plays as an economic driver of the county’s economy.   

Local Media Coverage - We tracked 292 positive articles or mentions in local media about tourism-related businesses and efforts, and the importance of tourism to the local economy.

National Tourism Week – We promoted National Tourism Week with ads in all local newspapers during May.  This year’s theme was “Tourism Matters to the San Juan Islands,” with ads inviting residents to visit our own Islands this spring and summer in support of farmers’ markets, historical museums, community theaters, restaurants, shops, lodgings and other businesses.

County Fair – We exhibited at the County Fair to educate Islanders about the economic impact and “trickle down” effect of tourism, and how we promote sustainable tourism via “Leave Only Footprints.”

Government Relations – We participated in a statewide “Tourism Matters” day in Olympia on March 9 with two of our members.  (It snowed that day, so our contingent was smaller than we planned.)  We met with Senator Ranker and Representatives Morris and Quall, and ended the day at a reception with the Governor at the Governor’s Mansion with many other convention and visitor bureaus from around the state.  See Seattle CVB’s http://www.whytourismmatters.com/.  
Visitor Education Highlights

We continued to distribute our “Leave Only Footprints” brochures around the county via our members’ establishments and Chamber Visitor Centers.  Our “Leave Only Footprints” message was also printed on the back cover of 170,000 copies of our 2009 Visitors Guide, as noted earlier.  See our online edition at http://www.visitsanjuans.com/visitors/leave-only-footprints-green-tourism/.  

II. VISITOR SERVICES HIGHLIGHTS

SJIVB Visitor Services – We continued to answer our 888 line regarding visitor information (see stats below), which also refers callers to the three Chambers of Commerce.  We also answered all e-mail and website requests for information, and hired a local developmentally disabled woman to help with bulk visitor guide mailings, rather than using a bulk mailing firm in Sequim.  
Chambers of Commerce Visitor Services – We continued to partner with the three Chambers which were able to provide enhanced visitor services, in particular “walk-in” visitor services, thanks to receiving 15% of the “special” 2% lodging tax.  Each Chamber received $19,138.60 in 2009, for a total of $57,415.80 out of the $382,772 “special” 2% fund available.  Each Chamber submits monthly visitor count reports to us, as well as semi-annual and annual reports, which we forward with our reports, regarding visitor services programs and statistics.

Visitor Services Roundtable Meetings – The SJIVB and Chambers staffs met semi-annually to enhance communication and partnerships regarding visitor services, and to strategize regarding marketing and visitor services opportunities as well as 2010 Olympics opportunities.

III. MEASURING RESULTS
We track and measure results based on the following indicators:

1. County “Special” Hotel/Motel Tax – County collections were down -15% for the year, due to the economic recession and partial closing of Rosario Resort.  As noted in the chart in #3 below, Whatcom County was down -13.6%, Skagit County was down almost -10%, Spokane County was down almost –9% and King and Pierce Counties were down -7%.  In addition, most other counties throughout the state were down this year due to the economy.  Breaking this down by island, Orcas Island was down -26.7% (likely due to Rosario in large part), San Juan Island was down -5% (not counting Friday Harbor) and Lopez was up +29%.
2. Friday Harbor “Special” Hotel/Motel Tax and Sales Tax – Town lodging tax collections were down -14.4% this year and sales tax was down -12.8%.
3. Regional County Comparisons of “Special” Hotel/Motel Tax – Below is information collected from the Department of Revenue’s website comparing San Juan County, including Friday Harbor, to other counties and towns/cities for the year.  San Juan County/Friday Harbor was down -14.9%, with Whatcom and Skagit Counties close behind.  Again, it should be noted that Rosario was closed from late October until May, and only opened half its rooms in May, and as noted above, Orcas Island was down by -26.7% for the year.   
	County + Cities/Towns Within County 
	2008
 “Special” Hotel/Motel Tax Distributions 
	2009
“Special” Hotel/Motel Tax Distributions 
	% Change

	Chelan County (Chelan, Leavenworth, Wenatchee)
	$2,008,475
	$1,908,749
	-4.9%

	Clallam County (+ Port Angeles, Sequim, Forks) (“Twilight” helped!)
	$569,432
	$559,366
	-1.77%

	Grays Harbor County (+ Ocean Shores, Westport)
	$1,173,503
	$1,138,459
	-3%

	Island County (+ Coupeville, Langley, Oak Harbor)
	$277,936
	$281,068
	+1.13%

	Jefferson County (+ Port Townsend)
	$332,888
	$327,029
	-1.76%

	King County
	$6,353,148
	$5,855,199
	-7.8%

	Kitsap County (+ Bainbridge Island, Bremerton, Port Orchard, Poulsbo)
	$453,770
	$465,301
	+2.5%

	Pierce County (+ Tacoma, Gig Harbor, Puyallup, etc.)
	$4,529,091
	$4,208,233
	-7%

	San Juan County (+ Friday Harbor)
	$546,440
	$464,883
	-14.9%

	Skagit County (+ Anacortes, Burlington, LaConner, Mt.Vernon, Sedro Woolley)
	$555,572
	$501,063
	-9.8%

	Spokane County
	$2,423,962
	$2,214,304
	-8.6%

	Walla Walla County
	$306,712
	$301,460
	-1.7%

	Whatcom County (+ Bellingham, Blaine, Ferndale)
	$950,508
	$821,116
	-13.6%


4. Washington State Ferries Ridership Numbers – Ferry ridership numbers were up for the year on Lopez and San Juan Islands, +5% and +5.8% respectively.  Ridership was down only -2.7% on Orcas, likely due to Rosario.
1st Quarter – Total Riders (Vehicles & Passengers)
	Route
	January-March 2008
	January-March 2009
	% Change

	Anacortes-Lopez
	52,474
	52,612
	+0.26%

	Anacortes-Orcas
	91,632
	87,624
	-4.37%

	Anacortes-FH/San Juan
	113,908
	112,080
	-1.6%


2nd Quarter – Total Riders (Vehicles & Passengers)
	Route
	April-June 2008
	April-June 2009
	% Change

	Anacortes-Lopez
	81,390
	85,462
	+5%

	Anacortes-Orcas
	145,036
	139,398
	-3.88%

	Anacortes-FH/San Juan
	179,214
	187,454
	+4.59


3rd Quarter – Total Riders (Vehicles & Passengers)
	Route
	July-September 2008
	July-Sept. 2009
	% Change

	Anacortes-Lopez
	112,734
	120,654
	+7%

	Anacortes-Orcas
	218,268
	210,586
	-3.5%

	Anacortes-FH/San Juan
	284,062
	311,100
	+9.5%


4th Quarter – Total Riders (Vehicles & Passengers)
	Route
	October-Dec. 2008
	October-Dec. 2009
	% Change

	Anacortes-Lopez
	59,924
	63,258
	+5.5%

	Anacortes-Orcas
	96,744
	98,990
	+2.3%

	Anacortes-FH/San Juan
	124,678
	132,260
	+6%


Annual Totals – Total Riders (Vehicles & Passengers)

	Route
	Jan.-Dec. 2008
	Jan.-Dec. 2009
	% Change

	Anacortes-Lopez
	306,522
	321,986
	+5%

	Anacortes-Orcas
	551,680
	536,598
	-2.7%

	Anacortes-FH/San Juan
	701,862
	742,894
	+5.8%


5. Website Unique Visits – As noted earlier, we launched a new website around February 1 which featured large photos (depicting islands, whales, kayaking, bicycling and an artist), portals to each of the three Islands, “getting here is half the fun” information, interactive maps and “news” on the home page.  Unique web visits were up +3% in 2009, from 1,194,946 in 2008 to 1,231,426 in 2009.  See our website at http://www.visitsanjuans.com.

6. Phone Calls Received – We received a total of 1,011 phone calls for information during the year compared to 1,474 last year, a decrease of -31%.  However, e-mail requests are up substantially (see below).  Our statistics, like many other CVBs, show the trend toward using the internet and/or e-mail to research rather than phoning for visitor information.
7. E-Mails Received – We received a total of 6,095 e-mail requests for information during the year compared to 2,692 last year, an increase of +126%.  This was a good sign regarding “intent to travel” here.
8. Visitor Guides Sent Out - We sent out 40,546 visitor guides from our office via regular and bulk mail.  We sent out 7,268 to individuals compared to 3,854 last year, an increase of 88%, likely due to people planning trips closer to home.  The balance of approximately 130,000 visitors guides were distributed by Certified Folder Display in brochure racks, as mentioned earlier.
9. Surveying Callers & E-Mailers – The top three sources generating phone calls and e-mails to our office were: #1) friends & family, #2) web searches, and #3) ads and articles.  When asked which month these potential visitors planned to visit the islands, July was #1, August was #2, September was #3 and June was #4.  When asked what they planned to do while here, #1 was enjoy beauty/nature, #2 was whale watch, #3 was enjoy friends and family, #4 was bicycling, #5 was attend a wedding and #6 was kayaking.  These potential visitors called and e-mailed from the following states: Washington (1,304), California (904), Oregon (858), Texas (382), Canada (227), Colorado (193), Florida (192), Illinois (191), Arizona (155), etc.
10. Spring Visitor Surveys – We asked our members to conduct surveys of their guests during the months of April, May and June.  We only received 93 completed surveys, however, this is what they revealed:
* Origins: 50% came from WA, 7% from BC, 6% OR, 5% CA, 4% CO, 4% TX, etc.
* Average number in travel party: 2

* Average number of nights per visit: 2

* Average age making travel plans: 47 yrs.; 62% of plans were made by women vs. 41% by men
* Visits to islands: 60% visited San Juan, 42% visited Orcas,16% visited Lopez

* Activities: dining 82%, hiking 66%, shopping 58%, parks 45%, beaches 43%, art galleries 35%, farmers’ markets 23%, whale watching by land 21%, whale watching by boat 18%, museum 18%, kayaking 17%, theater 17%, wineries 15%, bicycling 14%, historic walking tour 9%
* Transportation modes: WSF 89%, Kenmore Air 5%, other 5%

* Likelihood of leaving car in Anacortes if parking was free or nominal and shuttles were available on all islands: 28% said very likely, 22% said likely, 38% said not likely
* Quality of Visit: Exceeded expectations 62%, met expectations 30%, below expectations 2%
* Marketing: 5% saw an advertisement, 4% read an article, 47% visited our website for specials & packages, 18% used our website to book a lodging special

11. Sidney B.C. to San Juans Visitor Surveys – As mentioned earlier in this report, we received a matching grant of $7,500 from Washington Tourism to market to residents in Sidney and Victoria B.C. during May and June.  To conduct some basic market research, we partnered with the manager at the Sidney Washington State Ferries terminal where they surveyed 150 visitors heading to the San Juan Islands, rather than straight to Anacortes.  Surveys revealed:
* Origins: 29% came from BC, 16% from WA, 10% CA, 5% CO, 4% Alberta & OR, etc.; 24 U.S. states were represented, plus 3 Canadian provinces and 5 other countries
* Average number in travel party: 2

* Average number of nights per visit: 2.8
* Average age of visitors: 49 years

* Visits to islands: 84% planned to visit San Juan, 37% Orcas, 13% Lopez

* Activities planned: sightseeing 39%, biking 15%, whale watching 13%, dining 9%, parks 9%
* Marketing: 16 of those surveyed were specifically from Sidney or Victoria.  Of these, 6 saw our ads, or 37%.
IV. CONCLUSION
San Juan County, like most counties throughout the state, experienced negative growth in lodging tax collections due to the economic recession.  In addition, the partial closure of Rosario Resort contributed to this negative county-wide number (-15% overall), as well as a -26.7% reduction in lodging tax collections on Orcas Island.  Again, it should be noted that in the past Rosario Resort’s sales and marketing budget was approximately $600,000 (which was 42% larger than our 2009 budget) and this year it was $0.  
As a result, our 2010 marketing budget has been reduced by $57,848 overall, or almost 14%, because it is based on 2009 lodging tax collections – a reduction of $38,740 from the County, $11,608 from the Town of Friday Harbor, and $7,500 from non-existent Washington State Tourism grants.  The SJIVB staff and board are strategizing ways to make the most efficient investment of our reduced marketing dollars. 
The SJIVB thanks the County and Town of Friday Harbor for their support and investment in destination marketing, and looks forward to the continued, positive impact our unified destination marketing programs, and three Chamber of Commerce visitor services programs, will bring to our Islands’ economies and a sustainable, stewardship-minded tourism industry.  
For further information please contact Deborah Hopkins, Executive Director, 378-3277x5 or deborah@visitsanjuans.com, or our Board President, Jon Kobayashi, General Manager, The Outlook Inn, Orcas Island, 376-2200 or jon@outlookinn.com.  Previous reports can be found on our website at www.VisitSanJuans.com in the “Membership” section.
###

